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ABSTRACT 

The r^coapendatio'ns presented in this paper for 
successfully iipleaenting a two-year college student recruit aent 
campaign focus aainly on' ^he high school senior and presuppose the 
existence of a recruiting staff.. Initially, it is eaphaisized that an 
effectire campaign is based on a series of positive items. Elements 
of a successful recrtiitmcnt program include: (1) adoption. of 
corporate marketing^Hifethj&ds, such as market research, -advertising, 
emphasis on selling, use of a professional sales staff, and altering 
the product according to marketing demands; (2) emphasis on a people 
orientation; (3) total college effort in keeping with institutional 
goals and philosophy; (4) selling the parent; (5) an impressive 
place»e;it record demonstrating what programs can offer; (6) linking 
of recriiitment and financial aid activities; (7) selling those 
aspects of a college which are most distinctive in a. manner which 
lets the prospective student know how he/she can benefit from them; 
(8) openn^s to markets such as the adult, the industrial worker, the 
four-year college dropout, and the liberal arts graduate with no 
marketable skills; (9) accurate, honest, and attractive promotional 
literature; and (10) awareness of competitors after the same^ 
students* (HB) » ^ , ' ^' 
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"(To a subgroi:^ of the Missouri Association of Ooirmunity & Jxmior Colleges) 
Good morning ladies and gentlemen! This morning I will share with you 
some insights which I have gained over the past dozen years as an s. 
ac^ninistrator in three different private institutions r each of whidi has 
grappled seriously with the problem of student enrol Iment. Jti the past 
tv»lve ^^ears, I have, been to such cities as Minneapolis, Port Lauderdale,, 
Nsishville, Chicago, Roche^ster, Williamsburg, Myrtle Beach, New Orleans, 
arid Boston. I attentSed t^se worJcshops with the ' ^professionatlg'' to * 
study management by objectives for the £K3missions ojffioa, aixiio visuals 
for recmitinent, how to design and write materials for promotion. I 
have had ny sales presentation taped and analyzed by these same professionals, 
I ^spent ten days witii hig^ school ixsunselors on how to relate to- high 
school students and hi^ school professional personnel in guiding the . 

high school senior towaj^ I harye studied how to purvey market 

cu?©as, how to motivate faculty and other jrolunteers to helR in recruitinent, 
hew to project and process for results, and how to effectively use 
financial alA for recruitment. Toadies cirid gentlemen, you are just 
beginning the long process which I started those dozen years ago. I 
hope' that in the n&ct hour and a half I will be able to share with you 
some of the insists from my own experience and pilgrimage vAujdi mery 
sasre you some ^m^the agony arid errors ^ltdLdh. I have made in my gropings ■ ^ 
to beocrae a significant marketer for higher education. I hacve boosted, ' ' 
%*GpL , and made excused; I have blamed and aQibied; because of. it aHl, 
hoMever, I feel I am a much better mEin and have leaimed a lot about 
people^ education andniyself . 
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Probably the mogt agonizing eleffent of these years in stuc3ent recruitment 
has been those tires v*ien I have seen my colleagues in eKaministrative 
^ faculty positions terminated for lack 'of enrollment. We genairally 
refer to PTE cis meaning Full Time Equivalent students; I am here to 
suggest to you that PTE in the future may well mean Full Time EJ(rploymejit 
for those of us in the college ranks. I don't intend to be a prophet of 
doom, hut I def ini tely want to project ray feeling of urgency in establishing 
a distinct and aggressive plan for stixJent recruitment) You will ncjtice 
I have used the word "recruitment* more than' "admissions.* Sonetires I 
will use them interchangeably; however, I perfer the term recruitment 
becaiose of its agressive tone rather than *atinissions* vrfiich has more of 
a gatekeeper overtone. I em here to suggest that we eu?e r» longer .'^ 
gatekeepers at the halls of the academe; rather, we are the saleanen 

V(*iose job 'it is to state our positiCTi clearly and firmly in order to 

« • ■ 

recruit for our institutions. Wien contemplating an approach to the Veist 
field of student recruitrent, I *f eel li3ce the proverbial mosquito in a 
nudist camp.... I know.v*iat I want to do, I jxist 'don't know vAiere to ' , 
start! We have to *start" scneirfiere so let's begin with several presi:?530sitiCTis 
for an agressive admissions program in the ocmii unity college. 
1. The majority of ray address will be directed toward the recinaitment 
• of the hic^ school senior^ Some roentkai will be made of other 
markets, but these will be sedcmdary or tertiary in nature. 
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2.- There is no room for apology for selling our product or programs. 

If what Me have meets needs auid if what we aure' doing, we do well ; 

if we have good people and facilities, and if the student^want^ or 

needs %iihat we have to offer,- then ^ihy ^lould we ajpologize for 

telling them edbout it with enthusiasml 

Jost because the cxannunity college is €xt:r«nely ineasonably priced, 

do not meOce that the major reason for selling your program . over ' 

that of m&re ecpensive programs. Sell your program for what it 

cem do for a student, not how inexpensive it is. Hie oonoept of 

prioe should be one of the l2ist items mentioned, sort of the icing ^ 

on the cake of yDur sell* 

4< An effective sell is based on a series of positive items often 

rather smsQ.1 and seemingly insignificcint and seldon because of one 

large item. Keep this in mind as you design your pronotional 

literature as well ais your sales presentation for hig^ school 

talks. 

5- Keep in mind that perception is reeQity to the student (actuaQly for 
' all of us). It is very helpful to dstermine how people perceive 
your institution eind its reputation. Tliis will enable you to 
begin inhere your prospects are in making your pcesentation to tiiem. 
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6, Keep in mind the hig^ school counselors have vprious loyalties (n^a far 

times to the four-year colleges from which they graduated or the 
institution frcm vAiich they eeun>ed their masters or doctorate). 
•Hiey may not be your best friend, but they can be amonv your worst 
eheniies! Xeep the high school counselors well informed of vi^t 
ycu are doing and why you are doing it. Hiis is not only professional 
but also preigtrfatic. i ■ • 

7. Seme of ny oomnents viill presuppose trie existence of a recruiting 

staff* If you <3on"t have one^ atteinpt to adapt these oonoepts to 
your operation if at all possible. By the way, if you are trying 
to haindle an effective recruitA«it p roc fL din for the oarammity college 

ji 

by the use of a fa c ulty admissions cGmmittee alone, you have your 

work cut out for you! • 
With these presuj^xDsitions in mind, let's move ahead to ocmsider same 
ei^iteen differ^it elements of an effective rfecruitm^t p ro gra m. lYiere 
is no particular significance in the sequencing of these^tems. 
1. The ocnmunity oollege should begin to adopt corporate marketing 

methods, being careful to alter these methods as ,a^prapriatiSxg>r 

educational purposes. I am referring- .to -such tMl^gs a$ marked 
''• research, advertisi^, enf:hasis on sell, enploying professional 

sales staff, and altering the product accordibg to market demands, 
' to menticxi a few. 
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2. Every oollege prxDgram we have, including the recruiting emfiinasis 

must be people oriented. We must view' the student as our customer 
and not as an intem^jtion in an alrefufy too busy schedule. 

3. The recruitment emphasis must be in line with the institution's 

fjhilosophy and objectives. We must know where the institution is 
going and then determine how we fit into it. Recruitment must not 
be the tad.1 that wags the dog. 

4. Recruitment is a total oollege effort not the role of acinissions or 

^ recruitment staff only. Everyone fron the president to the custodian 
must view recruitment as k major enf^hasis if the instittrtion is to 
survive, grow and p rosper. , . 

5. An effective recxruitment effort must be ba^ed.on thorouc^ and 

appropria1Nej4urtet research. This research must include not only 
those thait attoid oar colleges, but also tJiiose that chose not to 
attend. Wiat is the cciifiosition of our maricet cunea? The Bureau 
of Statistics and locad. goverrmental agencies should be able to 
assist you in this market reseaipch. 
.6. A concerted efjfort must be made in recruitment to sell the - parent 

on the relevancy of our programs. Nhi;Le the student has a good 

- \ 

^ deal to say about his college selection, jnany of the students from 
middla. class homes e^)ec3^1y will value very hi^ily their parents' 
. feelings and opinions about pr og ra ms and career choioes. ftiether 
. the sSident knows or likes it, the parents do care about their 
) youngsters' future! This means that some of our literature and 
media advertising must be addressed to the parents, an often . 
looked element in student recruitinent. 
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1. The recruiter must have a purogram worth selling. No anount of fancy 
footwork and window dressing vrLll substitute for an adequate and< 
relcvent progr^m supported by the necessary sttxJent personnel 
serv^ices. The director of marketing or director of admissions e«d 
recruiters must constantly feed beuirk to the administration v^iat 
they believe are valid needs in the market area in order to make 
the institutions' pirograms relevant and marketabl^v/ 

8. An impressive placement record- will be exceedingly heilpful in your 

recruitment enfiiasis. We are currently in a time of the "so %rfiatl;' 
the so vrf^ of a college education today is, 'Vhafwill it mean to 
me when I finish?" Be sure your students are placeable and placed 

• r 

and then use this successful placement record on the fr»it end, the 
recruitment emfi^asis. 

9. Tt» administration of financial edjdi for our institutions must either 

be under th*^ direction of the- recruitment department or at- least 
be easily aooessable to the same« Since many stikJents receive 
finencial £issistanoe, it is iitperative that -the recruitment 
staff henre significant input as to the allocaticm of these funds. 

10. Hhe recruitment and/or adndssic^DS staff and/or 3cbnissicHis coranittee 

must locate and isolate those factors which atne distinctive for 
their college. The old saying "e^>erybodies' business is nobodies* 
bipiness" is true in 'the recrxiitmOTt effort. We don't sell "all 
things to all pecsple." We sell CT^^distinctive to persons who^ are 
Becking ^^lese kinds of distlnctives. After isolating these i 
distinctives, we most paidcage them attractively and honestly /and 
then sell them una^logetically! 
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11.. Tt)e recruitment staff must keep in mind at all times that the 
proi^»ctive college student has foremost in mind the question, 
"What's in it -for me?" We must not be lulled into mediocre efforts 
by listening to our own fine rhetoric and vieirfing our fancy promotional 
literature. Itw student is interested only in what our institutim 
can do to pr^are him or her for a more meaningful and productive 
life. 

12. Me must be open Jtc^ unique markets. It>ese maj^kets m&y include the 
adult, the industrial %#oxicer, the four-year college drop out or 

fail outs, fbur-ye2ur college liberal arts gr£K3uates vho cannot 

/ 

find jobs, t>>e evening students (such as housewives), the int^mational 

student, the hanrlicapped student,, the veteran and students under special 

1 

governmental ptogxa P B such as ^Po^ VocsrtJjcnal Rehabxlitation. 

13. He must enoourage eicademic deans and faculties to *tevlew course 
offerings to insure marketidble programs. To do this/ a survey of 
our connunities should be made to locate areas of ooCT^>ationad 
deficiencies. We cto then begin to pa^epare people to fill these 
deficiencies as %«ell as set up programs to train those adults who 
now have those jobs and prepare them to better handle the riespon^ 
sibilites tiiey already hove. He can eQso set ^ programs that vdll 
help the evSults increase their i^Mard jmbi lity with tha oonpanles 
for which they c I meuL ly %iork. 
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14« «We must aet up policies and prooedvrree whereby do not lose 

the students i^ho indicate interest in our institutions. My 

experience indicates that it %ox1cs well to divide the adknissions 

-and/or recruitment office into prospecting and 'processing divisions. 

Every effort must be made to "prospect" mafioets to ocme up with 

I 

names, addresses, telephone nunbers^ and other relevent infonnation 
about our prospects^ Onoe a student indicates an interest, however, 
we must decide and develop the most a tupiopi 'iate means for nurturing 
that interest into an application*^ Or>ce the application is received 
we must view that person (not as 4m enrollment)* as our best p ioepect. 
Every effort must be made to redixse fallout between the time of / 
application and the time for enrol Imoit. A part of this effort 
should include a series of hoicking letters or other ocnraunicaticns 
to teep^the^stn^ interest and loeep them informed >bout our 

institutions. ^ . 

15. CXir literatiire must accurately, honestly, and attractively portray 
%rhat our institution heis to offer to our j ^Jtospects. It must enfshasize 
tiiose areas that we hshe determined to be our distinctives. We 

Vv 

must delineate our program?, locality, cdstp, and facilities from^ 
our conpetition. 

16. We must isolate ytx> are our oGRpetitors. . It is, only « %«e recognize 

stui^LaxL 



who is after the same stuSent wa are ^^J^^ that we can effectively 
meet the challenge of our cGopetition.- ' We must isolate 
the distinctives of the oanpetition are. 
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Me must be creative In our reerultment orfahaais. Me should uee 
f/Knjlty, appropriate and attractive mailin9s, alumni^ atudenta, 

0 * 

telephone^ and various mass media « M» must also be creative in 
how we use these and all other elenents in our recruitment eprphasis. 
18* Me must initiate an institution-^de,. aggressive, unapologetic 
approach at student retention » Retention statistics «can be a. 
powerful force in recruitnwrt* If .you can in for m the pr ospective 
students and their peunents and to some degree the high school - 



counselors that sttjdents wh^ enter your institution stand a far 
greater chance of graduating than students %4ho *are entering other 
institutions, you then hove developed farobably one of your most 
effective sales tools. ' 

Needless to say, there is much mose to student recruitment than 



what I have been able tcf enunerate here* 1*11 be more than glad 



to yiork wxth anyone individually after this session on any 
of th^ particulars of recruitmc^* * * * • • *such things as how to get 
referrals, how to raedce £93polntnents, effective ways of setting 



t o urs , handling in-of fioe intervn^ews, developing effective 
mass mailing pieoes, use of meg-card typewriters, effective class 
taUcs, designing an effective reply oard, and other ijiportant 

of an effective reczuitnent pgpgrjfcfi . Thank, you for ^ur 



attention and for the opportunity 'to share 4hese Items with yoal 

r 
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